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II. Executive Summary 
Creations Café & Dessertery will be a small bakery/café serving a variety of baked goods and 
desserts as well as coffee, other beverages, and a limited menu of light meals.  It will also serve 
as a venue for local art by showcasing art in the establishment and during events. The café will 
strive to be a third-place (a location people spend their time outside of home and work) where 
people can hang out, study, meet, view art, and participate in events while enjoying quality 
sweets in a homey environment. 
This business is in the Coffee & Snack Shops industry (NAICS 722513). The industry has grown 
5.8% in the last five years and major trends include innovation, health, and convenience. The 
café will create innovative products to meet customer needs and interests. 
Marketing will be done mostly through social media and by word-of-mouth. The café will be 
marketed as a third-place for those who enjoy sweets and art. The primary target will be 18-34 
year-olds with some level of disposable income. 
The café will be proactive to prevent issues and emphasize the continuing improvement of 
internal processes. An enjoyable and well-functioning work environment will be created by 
organization and transparency. Suitable people will be hired upfront and trained consistently. 
The staff will comprise of barista/cashiers, bakers, and managers. All employees will be 
encouraged to share concerns and ideas. 
An ideal location for the business will be in a relatively affluent and largely-populated area. The 
building will need to be in a convenient location and be large enough to comfortably house a 
kitchen, service area, dining area, bathrooms, office area, and storage area. 
Rachel Rockas will be the owner and serve as one of the managers. The owner will contribute 
$20,000 to the initial capital and a bank loan of $50,000 is desired to cover the start-up expenses. 
Initial start-up costs come mainly from the equipment and furniture needed to produce and sell 
products. Revenue will be generated from food and beverage sales, and expenses will be mainly 
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from operating the building, inventory, labor, depreciation, and loan payments. The café is 
projected to make a profit of about $86,000 in its first year operating. 
III. General Company Description 
Creations Café & Dessertery will be a third-place that serves interesting, quality desserts as well 
as beverages and a limited lunch menu. There will be basic staple menu options offered daily and 
rotating and seasonal varieties too. As a third-place, there will be a seating area designed for 
people to eat, lounge, and meet. Customers can order to go or eat in-house. Options for catering 
will be explored as well. A bi-monthly art competition will take place, and the selected art will 
be displayed in the restaurant.  Artist may opt to sell their art if the opportunity arises, with a fee 
going to the restaurant. The restaurant will also host regular and one-time events for other 
mediums of art, such as live music performances. There will be opportunity for hosting events, 
such as trivia, book club meetings, and karaoke. 
The mission is to create a space where people can come together and enjoy quality fresh sweets 
and service in an artistic community-driven atmosphere. The business’s goals are for customers 
to repeat visit often, share the establishment with friends, and provide an outlet for community 
artists. Focus will also be placed on cultivating an efficient happy working environment of 
thoughtful, dedicated people. The employee team will provide good service and innovative 
products to a variety of customers.  
IV. Products and Services 
Desserts and a limited lunch menu will be available throughout the hours. Baked goods will be 
available until they run out of the quantity produced for the day. After main morning sales, some 
high demand products will be replenished for the remainder of the day. Coffee and other drinks 
will be prepared to order. The focus will be on the quality and uniqueness of the desserts. There 
will be basic items that are available all the time or on a rotating schedule, as well as seasonal 
and new/experimental items. Customer polls and suggestions may be taken for new product 
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ideas. Food can be ordered at the counter or ahead of time for pick up. Catering options will also 
be explored as the business grows. 
A bi-monthly contest will be held for local artist. Several art pieces will be chosen to be 
displayed inside the café, and it will be up to the artist to provide the physical copy of the art 
piece. The option to sell will be given to the artists for a commission. Other kinds of art, such as 
jewelry or pottery, will be given the option to be permanently sold through the store. For artists 
who created intangible art, such as poems, plays, or music, there will be showcase events to 
perform. 
 
V. Marketing Plan 
Industry Analysis: 
The bakery/café would be classified in the industry of Coffee & Snack Shops in the US (NAICS 
722513). In this industry, growth is fueled by increases in consumer spending, increases in 
consumer confidence, falling unemployment rate, and increases in disposable income. Other 
factors in this industry are the increased need for convenience and affordable price (​Coffee & 
Snack Shops Industry in the US​, 2018). 
It is a very competitive industry with high product turnover, low profit margins, and extreme 
fluctuation of input price (​Coffee & Snack Shops Industry in the US​, 2018). 
Major players in the industry include chains such as Starbucks and Dunkin Donuts who have 
been expanding revenue by expanding product variety. They fight competition with economies 
of scale, however this tactic only works for large companies. They have also expanded from just 
making desirable prices to also working on style, quality, and service. They tend to target young 
and high-income urbanites (​Coffee & Snack Shops Industry in the US​, 2018). 
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New regulations that have affected the industry include straw bans in some states and overall 
environmental concern of plastic straw use. Another major regulation is the addition of cancer 
warnings on coffee. 
Growth of industry is a little more than general economy. Revenue in this industry has increased 
by 5.8% from 2013 to 2018 and is projected to increase 1.4% in 2018 to 2023. 
Advances in technology help with advertising and improving business processes. Technology 
can give businesses the tools to see and minimize labor costs, food waste, profit margins, and 
improve services (​Coffee & Snack Shops Industry in the US​, 2018). 
Trends in the Industry: 
Major innovation trends for bakery products according to a study by Martínez-Monzó, 
García-Segovia, and Albors-Garrigos (2013): 
Trends focus on responding to consumer demands; however, flavor remains the top consumer 
priority. Science and technology are becoming increasingly important in finding ways to meet 
these demands. People are more health-conscious. Finding low-calorie options and substitutes is 
a priority along with replacing allergen-related ingredients like gluten. People are busier, so 
convenient products such as cupcakes and cake pops have grown in popularity. Pleasure is the 
most dominant trend. People are looking for unique, high-quality products. This trend is further 
broken down into fun, exotic, and indulgent, such as customizable products, non-traditional 
flavors, ethnic influences, and local/seasonal ingredients. According to a study by Lanciano and 
Saleilles (2017) some entrepreneurs in the food industry are also combining activism into their 
businesses as a form of innovation. Linking to a social movement, such as sustainability by 
making their practices more environmentally friendly, is another niche that can give a business 
competitive advantage and involve it in the transformation of the industry. 
A study by Liang and Dunn (2014) recognizes unique barriers food business entrepreneurs 




Marketing will primarily be through the internet and word of mouth. The business will have a 
website and social media pages (Facebook and Instagram) which will have general information 
about the business as well as feature products and events.  The social media accounts will allow 
for customer engagement and feedback. Social media marketing and event organizing will be 
done by the owner and managers and therefore the cost will be a part of their wages. Extra costs 
for specific event needs will be costed case by case. Recurring cost may come from maintenance 
to the website or any print materials. Possible promotions made can be advertising new desserts, 
the art for the month, events, holiday specials, and any general information. Creating the initial 
following will be supported by talking to local media, participating in local events such as 
festivals that showcase business, and following other local businesses and influencers. 
Customers: 
The target market will be 18-34-year-olds with disposable income. The café would provide a 
cozy atmosphere for people to hang out or do work. The main target would be those who enjoy 
quality desserts; however, people who don’t care for sweets will still come in to be with friends. 
Beverages and other food items will be available to them as well.  
Another market would be for local artists. The café would allow them to showcase their art 
which can bring in the artist and people who enjoy viewing art. If an artist’s work is featured in 
the café it could lead to his or her friends and family visiting the café or in general spread 
awareness of the café either in person or through social media followings. 
Competition: 
Competition will mostly come from chains such as Starbucks and Dunkin Donuts and the 
grocery store. These major chains serve as convenient third places and coffee vendors while the 
grocery store offers a wide variety for buying sweets. Two major factors for getting people in the 
door are a convenient location and awareness of the business. Advertising adequately is crucial 
so that people know the business even exists. Location can help with this by being in an area 
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with foot traffic, however the location itself is important for whether people will take the time to 
go there. Chains and grocery stores will most likely have lower prices; however, quality of 
products and variety will be an advantage for the small business as well as the atmosphere, the 
ability to improve service, and provide more unique accommodations. It’s also important to take 




Creations Café and Dessertery will offer a rotating menu of flavors and products to meet the 
industry trend of unique flavors. While the menu will have the classics, it will also have 
innovative flavors and seasonal offerings. Along with creative desserts, the restaurant will serve 
as a venue for community art. Marketing will capture the unique products and advertise events to 
get people in the door and keep people engaged and coming back. 
Operational & Personnel: 
Daily rush times and seasonal trends will be tracked so production schedules and labor costs can 
be adjusted. Lean operations will be run to combat low-profit margins by keeping labor cost as 
low as possible without understaffing. Enough products need to be produced to meet demand, 
but overproduction will lead to waste. 
Research by Van Der Spiegel, Luning, De Boer, Ziggers, and Jongen (2006) emphasizes the 
importance of managing food quality. By monitoring the raw materials and the way they are 
processed and handled, the business can make sure production is at the optimal level while 
meeting health and safety standards. When determining the best quality management plan the 
business needs to consider the complexity of the business and its product assortment. Improving 
quality management results with higher quality products. Another way to promote quality is by 
having a good business development plan. Von Münchhausen et al. (2006) argue that small food 
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companies have tendencies to focus on growth which ultimately leads to sacrificing value. The 
firms are too small to safely put enough resources into growth initially. Then when a challenge 
such as financial crisis hits, quality and value suffer. Von Munchhausen, et al., asserts that 
instead businesses should focus on qualitative development. Improving internal processes and 
management strategies will lead to a better functioning business and therefore the ability to foster 
growth later. The study explains that many businesses have learned only after negative 
experiences to fix their internal problems, but by improving the internal process to start with, 
issues can be avoided preemptively. The study also recommends bringing in a third-party 
specialist if there is a lacking area of knowledge. 
Planning and forethought will contribute to market dominance and competitiveness. By 
improving organization, a company can take advantage of opportunities that reap other benefits. 
Alsaaty (2011) states there are internal and external sources of innovative ideas. External ideas 
come from outsiders that can shed insight to potential trends and opportunities. Seeking 
education and customer feedback are also good ways to look for innovative opportunities. In 
addition, firms can capture external ideas by creating cooperative relationships with customers, 
suppliers, and other firms. It is also important to set up processes to monitor the industry. As far 
as internal ideas, employees are the best source. 
Creations Café & Dessertery will put emphasis on making sure internal practices are superb. 
Employees of all levels will be well-trained, informed, and encouraged to share ideas or 
concerns. The importance of transparent communication will be highly stressed. The hiring 
process will consider experience in the industry as well as drive and potential. A study by 
Owens, Kirwan, Lounsbury, Levy, and Gibson (2013) found that an entrepreneur’s innate 
characteristics can have a fundamental impact on his or her business. They found that 
goal-setting, work-based locus of control, social networking, and emotional resilience are 
significantly and positively related to self-employed business success. Work satisfaction is a key 
part of success as well. Being adaptable, optimistic, and able to handle high levels of stress is 
linked with being more satisfied. According to this study, other positively correlated traits are 
being hardworking, being tolerant of risk, and having the ability to look at setbacks as temporary. 
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These traits will be considered when hiring employees especially managers. Behaviors and 
processes will be molded to cultivate these success-deriving characteristics. The employees will 
be a team that encourages innovation, whether that means initiating or adopting changes. They 
need to feel valued and have the opportunity to learn and grow. Creating an enjoyable working 
environment will ideally keep turnover rates low. 
 
VII. Operational Plan 
Production: 
Baked goods will be made in the kitchen and displayed in the front display case. Lunch orders 
will be made to order from prepared ingredients. Products for the next day will be prepped 
during the previous day/evening and then mixed and baked the morning before opening. A 
production schedule will be planned monthly. New products will be developed and tested before 
being added to the schedule.  Business hours will be Monday-Friday 7:00am-7:00pm, Saturday 
8:00am-5:00pm, and Sunday 10:00am-3:00pm. Some hours may change depending on events.  
Shifts M-F Sat Sun 










6:30am-1:00pm 7:30am-1:00pm 9:30am-3:30pm 





Location is extremely important, as the more convenient it is to the customers the more likely 
they will come to the business. The location will be chosen from properties available based on 
space, parking, accessibility, surrounding community, lease price, and proximity to competition. 
To keep in line with the target market a largely populated, higher income area such as 
Alpharetta, Roswell, Milton, etc. is desired. 
Ideally the location will have formerly been some type of restaurant to make initial setup and 
costs easier and cheaper. There will need to be enough room for an adequate kitchen size, storage 
area, dining area, service area, bathrooms, and office space.  







The café will need: 
● Business license 
● Tax ID number 
● Employee Identification Number *(EIN),  
● LLC 
● Food service permit 
● POS system 
● Insurance 
● Health inspections 
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● Services (equipment maintenance, pest control, linen washing, knife sharpening, etc.) 
● Accountant/ payroll 
● Banker- SunTrust small business 
Inventory: 
● Baking/food ingredients 
● Drink ingredients 
● Paper products 
● Cleaning supplies 
Supplies will be ordered when needed over two orders a week or depending on suppliers’ 
requirements. 
Potential Suppliers: 
● Sysco Atlanta 
● Monin 
● Sofo Foods 
● ABC Bakery Supplies and Equipment 
● Coca-Cola 
VIII. Management and Organization 
Per shift there will be two baristas/cashiers, one baker, and one to two managers depending on 
what needs to be done and business of that day. There will be two shifts a day. 
Cleaning will be done per station with managers taking any miscellaneous areas. Staff will work 
together as a team to function their best and create a cooperative fun working environment. Any 
issues will be communicated and dealt with properly. The strategic environment will be 
cultivated as a family and to promote growth in employees as well as trust and openness. 
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Employees will need to show thoroughness and initiative in their work. There will be closing and 
opening lists for all positions to follow each day. 
Rachel Rockas will be the owner and serve as one of the managers as well. She has experience 
managing a small business bar and grill and will be graduating with a management degree 
concentrating in entrepreneurship. The group of managers will run the day-to-day business as 
well as handle overarching jobs such as ordering and planning. They need to be well organized, 
good at communicating, and dependable. Managers will oversee handling vendor orders, major 
escalations, jumping in any role when busy, answering phone/email inquiries, 
planning/scheduling events, product schedule, social media marketing. They will be paid hourly 
or salary depending on experience, hours, and longevity with the company. 
Bakers will make desserts every morning and make lunch orders during the day. They will also 
make sure any preplaced orders are ready on time. They will help develop new products and plan 
the production schedule with the managers. They will be paid hourly or salary depending on 
experience, hours, and longevity in the company. 
Baristas/cashiers will take orders, make drinks, keep the front of house clean and interact with 
customers. They will be paid hourly plus tips. 
IX. Financial Plan 
Start-up Expenses & Capital 
 
The starting capital will come from a $20,000 investment by the owner and a $50,0000 bank 
loan. Starting expenses will vary based on the specific equipment/items purchased. Buying 
things used would reduce initial costs, but there could be more maintenance required on used 
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equipment. Cost of equipment is based on a typical median price for such equipment (How much 
does it cost to open a café, 2017; How to Open a Bakery: Step-by-Step Guide - Poster POS, 
2018; Restaurant Equipment and Supplies Online – Restaurant Depot).  Expenses will also 
depend on the building obtained for the business. Cost would be reduced if the building was a 
prior restaurant or bakery. There is a budgeted $10,000 contingency for any issues encountered 







Prices will be based on a combination of ingredient and labor costs. The prices of other nearby 
businesses’ products will be considered as well. An example of how the products may be costed 
can be viewed in Appendix A. Prices will most likely be higher than chain restaurants due to 
increase quality and lack of economies of scale. When going to a local business people seem to 
value quality and the atmosphere more than they are looking at price. They will have a low 
margin to keep consumer prices relatively low but with enough of a margin to account for 
fluctuation in supply prices. 
For the art competitions artist who are feature will be responsible for providing the physical art 
piece for display. If they wish to mark the piece for sale the café will receive a percentage of the 
price if sold. 
12-Month Profit and Loss Projection 
 
Rent is based on a price of $25 per sq./ft. and utilities $2 per sq./ft. for a 2200 sq./ft. building 
(LoopNet; Schmid, G., 2018). Interest payments are based on a 5-year, $50,000 loan at 4.5% 
compounded interest rate (Bankrate). 
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Revenues and inventory expenses are increased in November and December to account for the 
holiday season. In future, more established years January sales, due to resolutions, may be lower 
than other months; February sales, due to Valentine’s Day, maybe high than other months. These 
kinds of trends will be tracked throughout the growth of the company. 
Labor costs are based on the break down below: 
 
Wages are based around typical industry pay (How much does it cost to open a café, 2017). 
Three-Year Projection 
 
Revenue and Expenses are increased by 1.4% each year—the projected growth rate of the 
industry 2018-2023 (​Coffee & Snack Shops Industry in the US​, 2018). 
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A. Cost/Price Breakdown Example- Oatmeal Cookies 
 
B. Qualtrics Potential Customer Survey Results and Analysis 
 
Survey Results Report 
Bakery Consumer Preferences 
March 15th 2019, 2:23 pm MDT 
 





# Field Minimum Maximum Mean Std Deviation Variance Count 




# Answer % Count 
1 18-24 38.06% 59 
2 25-34 12.90% 20 
3 35-44 14.84% 23 
4 45-54 18.71% 29 
5 55-64 10.32% 16 
6 65 or older 5.16% 8 












# Field Minimum Maximum Mean Std Deviation Variance Count 




# Answer % Count 
1 Male 32.26% 50 
2 Female 66.45% 103 
3 Other 1.29% 2 
 Total 100% 155 
    
It appears that more females consume sweets, however, there were about double the number of 












Georgia 6  Other  
Acworth 1  Berea, KY 1 
Alpharetta 5  
Cleveland, 
TN 1 
Athens 5  Durango, CO 1 
Atlanta 5  Ewing, VA 1 
Augusta 2  Florida 1 





Canton 1  
New York, 
NY 1 
Chatsworth 1  
Ormond 
Beach, FL 1 
Clermont 1  Purchase, NY 1 
Cleveland 1  Tampa. FL 1 
Columbus 1  Venice, FL 1 
Cumming 7   11 
Dacula 1    
Dahlonega 44  143+11 154 
Dawsonville 6    
Decatur 2    
Demorest 1    
Duluth 2    
Flowery 
Branch 2    
Gainesville 13    
Grayson 2    
Hoschton 2    
Jackson 1    
Jefferson 1    
Johns Creek 3    
Kennesaw 2    
Lavonia 1    
Lawrencevill
e 5    
Locust Grove 2    
Loganville 1    
Marietta 1    
Milton 1    
Murrayville 2    
Oakwood 1    
Roswell 1    
Royston 1    
Sandy 
Springs 1    
Suches 1    
Sugar Hill 1    
Suwannee 2    
Waleska 1    
Winder 2    















Johns Creek 3 
Lawrencevill
e 5 






Most results were from Georgia as desired. Many were from Dahlonega and Gainesville due to 
the areas of distribution of the survey. Thus data shows where people took survey not where 
more sweets are consumed. 
Q4 - How many people are in your household? 
 
 















# Answer % Count 
1 1 15.48% 24 
2 2 34.19% 53 
3 3 21.94% 34 
4 4 18.06% 28 
5 5 9.03% 14 
6 6+ 1.29% 2 
 Total 100% 155 
 
Household size seems to be distributed more among 1-3 members rather than larger families 
which could have to do with the number of 18-24 year-olds answering the survey. 
 
 




















# Answer % Count 
1 Under $20,000 6.45% 10 
2 $20,001-$40,000 9.68% 15 
3 $40,001-$60,000 14.19% 22 
4 $60,001-$80,000 13.55% 21 
5 $80,001-$100,000 14.84% 23 
6 $100,001 or over 23.23% 36 
7 Prefer not to answer 18.06% 28 




Household income seems to be distributed leaning towards the upper income ranges. Many cities 
in the North Georgia area are high income areas. Having more disposable income would factor 
into the frequency of spending at local and chain locations.  






















# Answer % Count 
1 Everyday 21.71% 33 
2 A few times a week 45.39% 69 
3 A few times a month 16.45% 25 
4 Every once in a while 10.53% 16 
5 Almost never 5.92% 9 
 Total 100% 152 
By assigning a weight the each answer choice a weighted average was calculated for the overall 
population as well as each age group. The groups who consume sweets the most are 18-24, 

















Q7 - What kind of sweets are your favorite? (Check all that apply) 
 
The most popular desserts are cookies and brownies. This supports the convince trend. 
# Answer % Count 
1 Cakes 15.46% 64 
2 Cookies/ brownies 24.88% 103 
3 Pies 10.14% 42 
4 Pastries 12.56% 52 
5 Ice creams 18.84% 78 
6 Candies 15.22% 63 
7 Other 2.42% 10 
8 Don't like sweets 0.48% 2 











# Answer % Count 
4 With a meal at a restaurant 11.07% 33 
1 The grocery store 41.61% 124 
6 Other 2.35% 7 
2 Make at home 22.82% 68 
5 Don't buy them 2.35% 7 
3 Bakery/ cafe/ specialty store 19.80% 59 
 Total 100% 298 
 
Every income level purchases the most sweets from the grocery store. 
Q8_6_TEXT - Other 
Other - Text 
gas station 
Everywhere 







The largest competition for where to buy sweets would be the grocery store and making them at 
home 


















How often do you go to chains 
like Starbucks, Dunkin' Donuts, 
Einstein, Panera, etc? 




# Answer % Count 
1 Everyday 5.37% 8 
2 A few times a week 14.77% 22 
3 A few times a month 26.17% 39 
4 Every once in a while 37.58% 56 
5 Almost never 16.11% 24 









Q10 - How often do you go to local cafes/ bakeries? 
 
 















# Answer % Count 
1 Everyday 0.67% 1 
2 A few times a week 2.68% 4 
3 A few times a month 24.16% 36 
4 Every once in a while 42.28% 63 
5 Almost never 30.20% 45 




Local businesses are chosen for their quality, atmosphere, and location. People also like to 
support small businesses. 
 
Chains are chosen because of their convenient location, price, and speed of service. 
Q11 - Why do you go to places like these? (Check all that apply) 
 
 
# Answer % Count 
43 
 
1 To get Coffee 25.75% 86 
2 To get sweets 16.17% 54 
3 To eat a meal 14.37% 48 
4 To meet with friends 27.54% 92 
5 To meet for business 8.98% 30 
6 Events 3.89% 13 
7 Other 3.29% 11 
 Total 100% 334 
 
Coffee and meeting with friends are the top reasons for people to visit these types of locations. 
Selling coffee products are a must and the café should be able to foster a meeting environment. 
Q11_7_TEXT - Other 
Other - Text 
I choose these places over chains to help support local businesses. 
Purchase specialty cakes for birthdays and holidays mostly. 
N/A I very seldom eat at the chains you mentioned or local cafe/bakeries 
Good places to study 
Get work done 
To do focused work on the weekends. 
Dont go 
N/A 
I don't go to those places. 
To get a bagel 







How often do you eat sweets? 
 
Everyday A few times a week 
A few times a 
month 




Why do you go to places like these? 
(Check all that apply) 
To get Coffee 15 48 12 9 2 86 
To get sweets 17 30 5 2 0 54 
To eat a meal 12 24 3 5 4 48 
To meet with 
friends 20 39 15 11 7 92 
To meet for 
business 9 10 5 3 3 30 
Events 1 10 1 0 1 13 
Other 1 3 5 2 0 11 
 Total 31 69 25 16 8 149 
 
 



















Why do you go to places like these? (Check all that 
apply) 
To get Coffee 33 15 12 11 11 4 86 
To get sweets 15 12 8 12 5 2 54 
To eat a meal 18 8 5 10 6 1 48 
To meet with 
friends 41 13 15 11 9 3 92 
To meet for 
business 11 4 5 6 4 0 30 
Events 10 1 1 1 0 0 13 
Other 2 2 2 2 0 3 11 












Q12 - Do you usually choose a local or chain business? 
 
 















# Answer % Count 
1 Only chains 0.00% 0 
2 Mostly Chains 36.91% 55 
3 About equal 41.61% 62 
4 Mostly local 19.46% 29 
5 Only local 2.01% 3 




Q13 - What makes you choose local over chain? (Check all that apply) 
 
 
# Answer % Count 
1 Price 4.72% 17 
2 Speed of service 3.06% 11 
3 Quality 23.89% 86 
4 Location convenience 20.00% 72 
5 Atmosphere 19.44% 70 
6 Like to support small companies 26.39% 95 
7 Other 2.50% 9 
 Total 100% 360 
 
 
Q13_7_TEXT - Other 
Other - Text 
options that are available. 
Culture. There is a British bakery in Cumming that sells items made with UK recipes. "Queens 
Colony", formerly "Australian Bakery Cafe" 
My dollar goes where I choose; the chains of the man (big businesses) are choking chains for people 
doing honest, quality work. 
In Dahlonega most is local. 
Unique items not seen in chain stores 
I don't go to these. 
N/A 
I live near Truelove Bakery! I get cupcakes from them any time there is a special occasion. 




Q14 - What makes you choose chain over local? (Check all that apply) 
 
 
# Answer % Count 
1 Price 18.96% 51 
2 Speed of service 18.59% 50 
3 Quality 4.83% 13 
4 Location convenience 41.64% 112 
5 Atmosphere 2.97% 8 
6 Don't know of other options 7.43% 20 
7 Other 5.58% 15 
 Total 100% 269 
 
Location is the biggest factor. 
Q14_7_TEXT - Other 
Other - Text 
options that are available. 
I like to support local businesses 
consistent option location to location 
rewards points 
I don't use chain companies/businesses. 
Reputation 
Familiarity with the product 
Lower risk of finding yourself not enjoying the food 
Only go for coffee 
Availability of many varieties of food items 




If I happen to be close to one and we are going out to eat 
When I'm away from the square in Dahlonega (i.e. shopping or meeting friends in another town).  If 
I'm in Dahlonega I almost always choose local restaurants and shops (like Paul Thomas Chocolates). 
I like particular drink that I can get from that chain 
 
 
C. Looking Forward 
● Next iteration of customer survey 
● Creating initial menu and recipes 
● Finding specific suppliers 
● List of more specific equipment 
● Looking at properties 
